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AN EXPLORATORY ANALYSIS OF TRAVELER PREFERENCES
FOR AIRLINE WEBSITE CONTENT
PIERRE BENCKENDORFF
School of Business, James Cook University, Townsville QLD. 4811, Australia
Structural changes in the aviation sector have accelerated customer acceptance of the Internet as a
suitable medium for booking airline travel. This research explores the preferences of airline travel-
ers for various content attributes on airline websites. The study was conducted by surveying 903
respondents from Australia and New Zealand using an online questionnaire. The results indicate
that airline website attributes can be organized into at least seven factors. Of these, basic “look
and book” features are viewed as most important by customers. The article groups website attri-
butes into basic factors, pivotal factors, and supplementary factors based on their likely impact on
customer satisfaction. The results provide an indication of the website features most likely to
attract and retain airline customers.
Key words: Airline; Website; Internet; Preferences; Expectations; Attitudes
Introduction consumer confidence and the need to remain com-
petitive has encouraged full-service scheduled air-
lines to also develop and promote the Internet asThe growth and development of low-cost air-
lines has led to increased utilization of the Internet a primary distribution tool. Online reservation
facilities allow airlines of all types to lower theiras a means of distributing airline tickets. In Aus-
tralia and New Zealand customers have been of- cost base by avoiding commissions and labor costs
associated with call centers and reservations staff.fered additional incentives to book airline tickets
with low-cost carriers online. This has been Having established the Internet as a suitable distri-
bution medium, airlines are now seeking to opti-achieved by placing an AU$10 premium on any
bookings not conducted online. Low-cost carriers mize their websites to improve conversion rates.
This article aims to contribute to this area by mea-have also attracted traffic to their websites through
the use of discounted tickets and “happy hour” suring the relative importance of various content
attributes on airline websites. The research is notdeals. In the last 4 years these developments have
reduced the reluctance of many Australian and concerned with the design or ease of use of web-
sites.New Zealand travelers to book online. Increasing
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Online Travel Distribution tion. They argue that approaches can be catego-
rized into four groups based on why and when the
evaluation was conducted and whether the focusIt would seem that the growth in online airline
bookings is a worldwide phenomenon. A study by was on effectiveness or efficiency. While most
website evaluations are conducted by human ex-Claria Corporation (2005) has found that 88% of
US consumers have used the Internet to research perts, the work of Scharl, Wo¨ber, and Bauer (2004)
used an automated tool to systematically evaluateor purchase their trips. In terms of actual purchas-
ing travel, 61% indicated that they purchased or websites. Law and Leung’s (2000) study of the
online reservation services of 30 airlines is partic-had planned to purchase an airline ticket online,
up from 50% in 2004. The research also reported ularly relevant to this article. Their research pro-
vides a useful set of attributes for considerationthat airline websites recorded the highest number
of repeat visitors. A study of commercial airlines in the present research. The analysis of 30 airline
websites worldwide found significant differencesconducted by SITA (2005) found that 63% of all
North American airline tickets were sold online. in site attributes between geographic regions. It
was reported that North American airlines dis-This contrasts with 24% in Europe and only 9.7%
in the Asia-Pacific region. A study by Nielsen/ played the most comprehensive web-based reser-
vation services.Netratings (2005) indicated that airline websites
had double the conversion rates of online travel A second stream of research has explored In-
ternet adoption and use by tourism businesses.portals such as Expedia. An evaluation of over
2,000 users of travel and airline websites indicated These are also supply-oriented studies, but rather
than evaluating the websites of tourism businesses,that 81% of respondents listed price as the single
most important factor in their decision to book the focus of this research is on the use of Internet
technology by these businesses. The researcha flight online (Keynote Systems, 2005). This re-
search also found that 70% of customers with In- methodologies typically involve interviews or sur-
veys of tourism businesses such as tour operators,ternet access booked air travel online. Card, Chen,
and Cole (2003) found that airline tickets were the hotels, and destination marketing organizations
(Siguaw, Enz, & Namasivayam, 2000; Yuan,most commonly purchased travel products online.
In the academic literature many tourism re- Gretzel, & Fesenmaier, 2003).
A third area of research has reported on thesearchers have studied the Internet as a distribu-
tion channel for a variety of travel products. Indeed, characteristics, preferences, and expectations of
web users. These studies are demand oriented, be-many researchers have noted that the intangible
and perishable nature of tourism products make cause they consider the online services and fea-
tures used by travelers when making decisionsthem ideal for online distribution. Prior work ex-
amining the role of the Internet in tourism can be about travel products. Studies typically contrast
the characteristics of various groups of web usersbroadly grouped into four streams.
One major area of research is concerned with and in some cases report on their preferences
(Nysveen, Methlie, & Pedersen, 2003). A usefulwebsite evaluations. These studies are supply ori-
ented in the sense that they mainly utilize content stream of research has investigated the demo-
graphic differences between “lookers” and “book-analysis of website features across a range of tour-
ism industry sectors (Baloglu & Pekcan, 2006; ers” (Card et al., 2003; Susskind, Bonn, & Dev,
2003). There are surprisingly few academic stud-Benckendorff & Black, 2000; Cai, Card & Cole,
2004; Law & Leung, 2000; Murphy, Forrest, ies of customer preferences for tourism websites
and none that have considered preferences for air-Wotring, & Brymer, 1996; Wan, 2002). Many
studies of this type have simply dealt with a tech- line websites.
A fourth, more sophisticated, stream of re-nical assessment of the basic content and hyper-
text structures of websites. A comprehensive study search investigating the online behavior of web
users has emerged more recently. Some research-by Morrison, Taylor, and Douglas (2004) provides
a review of various approaches to website evalua- ers have focused on online information search be-
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havior (Jang, 2004; Luo, Feng, & Cai, 2004). Bai, sponsible to ignore these preferences. The aim of
this research is therefore to present an exploratoryHu, Elsworth, and Countryman (2004) conducted
an insightful study of the online travel planning investigation of customer preferences for various
content attributes on airline websites.behavior of US college students. The emerging
concept of socially enhanced travel booking has It is expected that the research will have both
practical and theoretical outcomes. In a practicalalso been explored using a quasi-experimental
methodology (Rudstro¨m & Fagerberg, 2004). The sense, the research will provide airlines with an
indication of the relative importance of variouswork of Klein, Ko¨hne, and O¨ o¨rni (2004), follow-
ing that of Marcussen (1999), is of some relevance website features. The results will assist airline
marketers to make decisions about the content ofto this article. The authors observed that in Europe
the adoption of online air travel booking has been airline homepages and websites. At the theoretical
level, the research will contribute to the smallslow. They conducted two experiments with web
users to identify barriers that account for this. amount of literature dealing with airline websites
by providing a customer perspective.These included a lack of relevant information,
price dispersion, product complexity, and the us-
ability of online booking tools. Methodology
Some researchers have combined elements of
The data were collected in late 2003 by usingthese four themes. A study by Benckendorff and
a self-administered web-based questionnaire. Al-Black (2000) used surveys of regional tourism or-
though the existing literature provides a numberganizations as well as website evaluations. Re-
of variables for measuring general website prefer-search by Nysveen et al. (2003) collected responses
ences, few studies are specific to airline websites.from both web users and tourism businesses in or-
The work of Law and Leung (2000) provides sev-der to determine gaps between customer prefer-
eral airline-specific website attributes relevant toences and actual website offerings. This research
this research, including flight information and res-is particularly interesting because it recognizes the
ervations, hotel reservations, car rental, online seatneed for research that assesses the effectiveness of
requests, and destination information. Followingthe Internet from the perspective of the recipient
their review of the available literature, Law andof the marketing communication: the customer.
Leung suggest that the basic attributes of success-A review of empirical research into customer
ful airlines include:expectations and preferences regarding tourism
websites has revealed that there is a need for fur-
1. product information, pricing, and online order-ther research in this area. Law and Leung (2000)
ing information;have also suggested that more research is needed
2. extra benefits, such as discounted airfares andto explore the expectations of airline customers
free upgrades for online customers;using online reservation services. A major limita-
3. fast loading web pages, especially the home-tion of current studies on the effectiveness of tour-
page; andism websites is that they typically employ evalua-
4. additional services and facilities to attract cus-tions conducted by researchers themselves, rather
tomers and cultivate customer loyalty.than customers. Although the Internet is fre-
quently managed as a technological innovation, its
success as a marketing tool relies on the assimila- Earlier comments by Kucway (1997) suggested
that basic airline website features included flighttion of customer expectations and preferences into
the design and content of websites (Law & Leung, schedules, ticketing information, frequent flyer in-
formation, and customer service contact details. In2000). Successful airlines are responsive to the
needs and preferences of their customers, regard- addition to this literature, further attributes were
derived from a brief qualitative evaluation of ex-less of whether products are sold online or through
more traditional channels. As airline customers be- isting airline websites. However, Bauer and Scharl
(2000) contend that the generalization of findingscome increasingly “net-savvy” it would be irre-
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Table 1can often be better achieved by using a smaller
Description of Respondents (n = 903)set of highly relevant attributes. The number of
attributes used in this study was therefore limited Gender
Feamle 71.7%to 28.
Male 48.3%Closed and open-ended questions were in-
Age group
cluded in the questionnaire to collect both stan- 18–25 11.7%
26–35 33.0%dardized responses and unanticipated responses.
36–50 35.8%Respondents were asked to indicate the impor-
Over 50 19.5%
tance of the 28 content attributes on a 4-point Location
Australia 70.5%scale (1 = extremely important to 4 = not at all im-
New Zealand 27.9%portant). A 4-point scale was used in this instance
Not indicated 1.6%
to avoid the prospect of “neutral” responses. Re- No. of flights per year
2 or less 49.2%spondents were also able to select a “not applica-
3to 15 37.7%ble” option. The questionnaire also contained a
6 to 12 9.7%question asking respondents which features they More than 12 0.9%
Not indicated 2.5%felt were essential to the website homepage. Re-
Likelihood of booking flights onlinespondents were asked to indicate the likelihood of
Very likely 73.2%
using value-added services such as hotel reserva- Somewhat likely 19.8%
Impartial 4.0%tions on airline websites. This question utilized a
Somewhat unlikely 3.0%5-point scale ranging from very likely to very un-
Very unlikely —likely. Lastly, an open ended question asked re- Primary reason for booking online
Convenience 58.8%spondents to describe the most important feature
Price 33.6%they would like to see on an airline website. This
Speed 4.5%final question provided qualitative data, which Extra features 1.3%
Not applicable 1.6%have been used to compliment the interpretation
of the quantitative data.
Respondents were attracted to the questionnaire
website using an incentive of an AU$300 cash college students when planning trips online. The
respondent profile also indicates that although theprize. The survey was advertised on a number of
websites, as well as in an e-newsletter. A descrip- respondents were not heavy users of air travel,
they did have a high propensity for booking airtion of the sample is provided in Table 1.
The final sample of 903 respondents exhibited travel online.
The online data collection method employeda fairly equal age and gender distribution. This
profile is somewhat consistent with estimates by has both advantages and disadvantages. A key ad-
vantage is the affordable and fast collection ofthe Australian Bureau of Statistics (2003) of the
characteristics of Internet users in Australia. How- data over a potentially large geographic area. On-
line surveys also provide better access to partici-ever, the sample contained fewer individuals in the
lowest age group when compared with the Austra- pants who are difficult to reach using other data
collection methods. However, Hwang and Fesen-lian Internet population. The age profile is also in-
consistent with the findings of Hwang and Fesen- maier (2004) provide a useful review of the litera-
ture examining the potential for survey error inmaier (2004), who reported that self-selected
participants were likely to be overrepresented by online samples. Of particular relevance to this arti-
cle is their discussion of coverage error and nonre-individuals who were younger and had higher in-
comes. The descriptive statistics also indicate that sponse error. Hwang and Fesenmaier argue that a
major concern with online samples is the fact thatafter convenience, price was a primary reason for
booking online. Price was also noted as an impor- they are only representative of active Internet us-
ers. The authors go on to note that travelers whotant variable in research conducted by Keynote
Systems (2005), while Bai et al. (2004) found that are familiar with the Internet and use it actively to
plan trips have a much better chance of being in-affordability was linked with higher satisfaction in
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cluded in the sampling frame of online surveys. The results are presented in Table 2, along with
the mean ratings for the 28 individual items.This concern is less relevant to the current study,
because the target population does in fact include The results indicated that the 28 airline content
features can be grouped into seven factors. Theusers who have had some experience using the In-
ternet to book and search for airline seats. factors were labeled after a consideration of attri-
butes with higher loadings comprising each factor.Hwang and Fesemaier (2004) also note that
“extreme caution should given to the interpretation The following observations can be made for each
factor:of survey results obtained from a self-selected
sample because those respondents who voluntarily
participate in the survey tend to have strong opin- • Value-added services: These include the provi-
sion of destination information and the bookingions on the survey topic and are more likely to be
interested in and concerned about the topic than of extra services such as car rental and hotels.
Law and Leung (2000) found that only 17% ofthose who do not” (p. 298). The methodology em-
ployed for this study attempts to overcome this airlines in their study provided direct links to
destination information while only 23% pro-challenge by offering a prize incentive to attract a
range of respondents to participate in the survey. vided online hotel and car reservations. Interest-
ingly, airline merchandise was also included inA further concern regarding online surveys is
the representativeness of the sample to the popula- this factor, but the factor loading was not as
high and this item was rated as far less impor-tion (Hwang & Fesenmaier, 2004). In other words,
is the profile presented in Table 1 representative tant than the other attributes. The overall factor
mean of 2.20 suggests that the value-added ser-of the population of Australians and New Zealand-
ers who use airline reservations websites? Despite vices factor is less important than four of the
other factors identified.several requests commercial airlines were not pre-
pared to provide a profile of travelers who use • Targeted information: This includes a range
of content aimed at specific stakeholder groupstheir websites for travel bookings and this infor-
mation is not available in the public domain. An- such as investors, prospective employees, busi-
ness travelers, and “meeters and greeters.” Quali-ecdotal evidence would suggest that at least in
terms of age and gender the profile may be reason- tative responses from the questionnaire suggest
that real-time flight information is mainly a con-ably accurate but this is difficult to confirm. Not-
withstanding this limitation, the current methodol- cern for meeters and greeters, although a num-
ber of travelers also suggested that this featureogy was considered to offer the best prospect for
reaching respondents in the target population, and was important. Not surprisingly, the factor mean
for this item (2.72) indicates that it is the leastthus for addressing the primary aim of the research.
important inclusion for travelers.
• Advanced booking features: These items in-Results
cluded the capacity to manage bookings onlineImportance of Website Attributes
after they have been made with the airline. For
example, in the qualitative responses a numberRespondents were asked to indicate the impor-
tance of 28 content attributes using a 4-point rat- of individuals expressed a desire for an “online
itinerary manager” allowing travelers to changeing scale. These 28 items were subjected to a prin-
ciple component factor analysis with varimax flight details and to book additional services
such as accommodation. The capacity to makerotation. The purpose of this analysis was to com-
pare and group customer preferences in order to multicity bookings was also requested by a
number of respondents. These features are stilluncover latent dimensions. The solution converged
after seven rotations and accounted for 58.8% of rare on most airline websites but are clearly re-
garded as being important to travelers, with athe variance. The KMO measure was 0.885, while
Bartlett’s test of sphericity produced a chi square factor mean of 1.40.
• Basic look and book features: These allowvalue of 5541.28 (p = 0.00), indicating that the
data are more than adequate for factor analysis. travelers to search for flights and to conduct on-
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Table 2
Factor Analysis of Airline Website Attributes
Factors
Basic
Value- Advanced Look Trust Frequent
Added Targeted Booking and & In-Flight Flyer
Website Attributes Meana Services Information Features Book Interaction Options Programs
Domestic holidays 1.95 0.83
Overseas holidays 2.00 0.83
Extra services (e.g., car rental) 2.11 0.78
Finding information on destinations 1.99 0.61
Destination information 1.96 0.50
Airline merchandise 3.00 0.41
Corporate information 3.00 0.73
Career opportunities 3.15 0.64
Real-time fight information 1.99 0.63
Information for business travelers 2.70 0.63
Change a ticket online 1.34 0.87
Cancel a ticket online 1.43 0.87
View current flight bookings 1.32 0.69
Multicity bookings 1.52 0.42
Finding information on flights 1.13 0.74
Flight schedules 1.13 0.71
Search for a ticket by date 1.19 0.63
Search for a ticket by price 1.18 0.57
Booking flights online 1.28 0.48
Privacy policy 2.04 0.79
Secure site 1.21 0.74
Site search 2.00 0.43
Contacting the airline 2.00 0.42
Seat request 1.71 0.60
Fleet information 2.71 0.55
In-flight services 2.41 0.55
Accessing frequent flyer services 1.92 0.75
Joining a frequent flyer program 1.96 0.60
Rotated eigenvalues 3.3 3.0 2.7 2.4 1.9 1.6 1.6
Cumulative % 11.8 22.4 32.0 40.5 47.2 53.1 58.8
Alpha 0.84 0.75 0.81 0.70 0.59 0.67 0.5
Factor meana 2.20 2.72 1.40 1.18 1.81 2.28 1.94
aBased on the following scale: 1 = extremely important to 4 = not at all important.
line bookings. This item had the lowest factor butes that allow users to find information or to
get in touch with the company. Much has beenmean (1.18), suggesting that it is clearly at the
core of what most users expect from an airline written about the importance of these basic site
features for websites in general and travelerswebsite. The individual means do suggest a
slightly stronger emphasis on looking (flight in- clearly see them as moderately important, with
a factor mean of 1.81.formation & schedules), when compared with
actually booking flights. These findings support • In-flight options: In the qualitative responses a
number of travelers noted that it would be use-the more detailed work of Susskind et al. (2003)
in this area. ful to know details such as in-flight menus, seat-
ing arrangements, and in-flight entertainment.• Trust and interaction: This factor includes
items that ensure privacy and security and attri- This factor encapsulates these items but overall
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was rated as being relatively unimportant, with The importance of the booking engine is con-
firmed by the results. Furthermore, the importancea factor mean of 2.28. Interestingly, previous re-
search has found that 30% of airlines offered an of special offers provides a strong indication of
price sensitivity among travelers who look andonline seat request feature, while 33% provided
customers with the ability make a meal request book online. The ability to quickly and easily ac-
cess special offers was certainly a dominant themeonline (Law & Leung, 2000).
• Frequent flyer programs: It was somewhat in the qualitative responses provided by travelers.
Law and Leung (2000) found that only 13% of thesurprising that the two items related to frequent
flyer programs did not load on the first factor 30 airlines in their study provided special fares for
Internet users in 1999. However, Law and Leung(value-added services), but clearly travelers
view these as a distinct and important service did find that a number of airlines offered special
bonus points for frequent flyer accounts. The needprovided by airline websites. These items were
seen to be of some importance to travelers, with to contact the airline by phone is also evident in
the results, with travelers not content for this in-a factor mean of 1.94. The ability to join a fre-
quent flyer program and the capacity to access formation to be hidden on lower level pages. Inter-
estingly, not one respondent selected the customerfrequent flyer services were rated similarly.
service email option as being an essential featureThe alpha score for all 28 variable analyzed
on an airline homepage. This may suggest travel-
was 0.89. Alpha scores above a threshold of 0.7
ers would prefer instant and direct contact with
are considered reliable; therefore, four of the seven
customer service staff when assistance is required.factors showed strong internal reliability (Hair,
Black, Babin, Anderson, & Thatham, 2005). Value-Added Services
The results in Table 2 indicated that value-Homepage Attributes
added services were moderately important to usersWhile it is clearly useful to understand traveler
of airline websites. Following Law and Leungpreferences for various website attributes, it is (2000), a question was included on the question-
equally important to consider which of these attri-
naire to further explore the relative usefulness ofbutes should be accessible from the homepage.
various value-added variables. Table 4 provides aThe homepage is usually the entry point for travel-
summary of the results. There was strong to mod-
ers and should be designed to be visually pleasing,
erate support for all value-added features, but ac-
unambiguous, and quick to download (Law &
commodation and travel insurance were viewed asLeung, 2000). Travelers were asked to select from particularly useful.
a list any items they felt should be available on
the homepage of an airline website. The results are Additional Featurespresented in Table 3.
Most of the open-ended responses reinforced
the importance of attributes already identified in
Table 3 the closed questions, suggesting that the original
Desirability of Homepage Attributes
Attribute Percentage Table 4
Likelihood of Using Value-Added FeaturesBooking engine 88.5%
Special offers 85.7%
Feature N MeanaLink to flight routes and schedules 79.5%
Frequent flyer login 65.3%
Accommodation information and reservations 899 1.85Customer service phone number 61.5%
Travel insurance 898 1.94Link to FAQ 42.1%
Rental car information and reservation 895 2.11Link to destination information 37.5%
Event tickets 897 2.35Link to about us 14.3%
Duty free shopping 892 2.61Customer service email —
Other 2.4%
aBased on the following scale: 1 = very likely to 5 = very unlikely.
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list was reasonably comprehensive. However, a cabin crew so we know who is in control of cer-
tain flights.” Another respondent requested “a re-basic thematic analysis of the qualitative responses
did identify several additional features, which are alistic update of the airline’s security measures on
board and at check in.”shown in Table 5.
Links with the factors identified earlier have Respondents also recognized that online book-
ings delivered significant cost savings for airlinesbeen suggested in the table to facilitate discussion.
Further research will be needed to confirm these and suggested that perhaps some of these savings
could be passed on to customers in the form oflinks, but many of the items are similar in nature
to the items identified in the seven factors. A num- loyalty schemes for online bookers. Some respon-
dents also expressed frustration when trying tober of comments essentially related to value-added
services such as the need for holiday packages (as compare several flight options as the following
quote illustrates. “It would be good to have theopposed to discrete accommodation, car rental,
and insurance options). A few respondents indi- ability to change the flight dates to compare prices
rather than having to press back, just to type incated that value-added services could be improved
by also including traveler reviews. In some regard, all information again and again.” A more flexible
booking process that allows for the comparison ofthis is a simple example of introducing a social
element into online travel information (Rudstro¨m various itineraries would solve this frustration.
Several respondents also felt that it would be use-& Fagerberg, 2004). Several respondents indicated
that they would be interested in games and puzzles ful to have an online customer service person
available through a real-time chat facility. Anotherthat would give winners the opportunity to book
discounted flights. This is an innovative sugges- traveler suggested that “if a particular airline does
not fly where I want it to go I would like to see ation that is likely to interest a specific target market.
The prevailing concerns regarding safety and link ‘try here’ so that I don’t have to keep looking
up different airlines.”security are clearly manifested in the results, with
a number of respondents indicating that they
would like more information about the steps taken Discussion and Conclusion
by the airline to safeguard its passengers and lug-
gage. One respondent suggested that it would be The introduction of new technologies is often
influenced by management concerns about cost-useful to “see a description of the security mea-
sures and maybe even photos of the pilots and effectiveness and economies of scale while cus-
Table 5
Additional Features Expected by Users of Airline Websites
Feature Suggested Link With Factor
Complete holiday packages Factor 1: value-added services
Financial services (i.e., traveler’s checks and exchange rates) Factor 1: value-added services
Links to alliance group/airlines serving routes not covered by the incumbent airline Factor 1: value-added services
Competitions and games allowing winners to book discounted flights Factor 1: value-added services
Guest opinions/ratings of hotels Factor 1: value-added services
Information on terrorism threats/airline safety and security measures/travel warnings Factor 2: targeted information
More information and services for families Factor 2: targeted information
Compare prices with other airlines Factor 3: advanced booking features
Loyalty scheme for online bookings Factor 3: advanced booking features
Compare multiple flight options and itineraries Factor 3: advanced booking features
Real-time display of the number of seats left on a flight Factor 3: advanced booking features
Real-time chat feature with an online customer service officer Factor 5: trust & Interaction
Subscribing to a newsletter with special offers Factor 5: trust & interaction
3D virtual seating plan to select seat Factor 6: in-flight options
Pictures of in-flight services Factor 6: in-flight options
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tomer concerns, motives, and reactions are often a targeted information) fall into this category. In-
flight options and value-added services in par-secondary consideration. Academic studies exam-
ining customer preferences and expectations of ticular can assist the decision-making process
because they represent reduced cognitive efforttourism websites are limited and there are no stud-
ies exploring preferences for airline websites. This and time savings for independent travelers or-
ganizing the multifaceted elements of their hol-study makes both a theoretical and practical con-
tribution to this area. iday. These factors therefore increase customer
satisfaction, but at the same time may not leadIn a practical sense the research provides web-
site designers and managers with an indication of to dissatisfaction with airline websites because
they can be accessed elsewhere. In this cate-the relative importance of various airline website
attributes. The findings have important implica- gory, accommodation and travel insurance seem
to be the most attractive to travelers. One possi-tions for online service delivery. From a practical
perspective, the seven factors identified in this re- ble practical application of this finding is that
airline websites can be further enhanced by de-search can be classified into three groups based on
their relative importance: veloping detailed supplementary and comple-
mentary content. Such content, if structured
correctly, may result in additional revenue1. Basic factors: These represent a basic level of
acceptable service. Basic look and book fea- streams for airlines from commissions and re-
ferrals.tures and advanced booking features are critical
factors because consumers attach a high level
of importance to these attributes. The findings At a theoretical level, the research adds to the
literature about airline websites and travel websitesuggest that the ability to conduct tasks such as
searching for and booking airline tickets should preferences in general. It provides a starting point
for subsequent studies to explore the issue of visi-be absolutely central to airline websites. From
a practical perspective, the results suggest that tor preferences and suggests that these preferences
can be organized using a construct of at leastinformation about flights and schedules, flight
search functions, and bookings should feature seven factors. The research provides strong sup-
port for the provision of value-added services onprominently in the homepage of airlines. Many
airlines already provide basic look and book airline websites. The importance of packaged holi-
days is analogous with Nysveen et al.’s (2003)features in their homepages but advanced
booking features are often lacking. concept of “service integration,” which was found
to be an important value-added service for tourism2. Pivotal factors: These will enhance satisfac-
tion if delivered and will cause dissatisfaction websites. Nysveen et al. also reported that person-
alization was an important feature of tourism web-if not present. There is some support for the
notion that features that support trust and inter- sites and the importance of frequent flyer tools and
online itinerary managers in this research supportsaction with the airline can be classified as piv-
otal factors. Similarly, online management of this finding. The research also provides a cus-
tomer-oriented perspective of airline websites,frequent flyer programs can be regarded as piv-
otal factors. While not as important to custom- which compliments the supply-oriented research
of Law and Leung (2000).ers as the basic factors, they do enhance the
utility of airline websites and an absence of The research does have several limitations.
Firstly, in order to manage the data collection pro-these features is likely to result in frustration,
particularly if offered by competitors. Offering cess more easily, the sample was drawn from Aus-
tralia and New Zealand only. It would be useful toa secure site for conducting transactions is
chief among these features. conduct similar studies across multiple geographic
regions to determine whether cultural differences3. Supplementary factors: These may lead to
satisfaction but will not cause dissatisfaction if may moderate user preferences for various attri-
butes. Secondly, as noted in the methodology, thethey are not present. The remaining factors
(value-added services, in-flight options, and use of online questionnaires is a relatively new
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data collection method. It is not clear whether this ences for website features. However, there is
scope for a variety of further studies investigatingdata collection method has introduced any nonre-
sponse or internal biases into the research. It airline websites and online reservation systems
from multiple perspectives.would therefore be useful to replicate this research
with a conventional paper-based questionnaire as
a benchmark. This is certainly not considered to Acknowledgmentbe a major limitation as the study deliberately
sought to target respondents who were comfort- The author would like to acknowledge the as-
able with the online environment, and such indi- sistance and support of Global Reviews.
viduals were more likely to respond to the data
collection method. While the research was explor-
Biographical Noteatory in nature, a possible third criticism might be
that it did not consider a full and comprehensive Pierre Benckendorff is a Lecturer in Tourism Management
set of airline website features. The rationale for in the School of Business, James Cook University, Austra-
lia. He lectures in business communications, introductorythis is explained in the methodology, but it should
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